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AND  WHAT  MAY  EASTER  BRING  ? 

E’RE  almost  there — at  one  of  the 
quarter  turns  of  the  annual  road. 
Funny  how  these  landmarks  of 
passing  time  close  in  upon  us. 
Yet  Easter  when  its  date  coincides 
with  Spring  brings  such  a touch 
of  hopefulness.  There’s  promise  everywhere. 

It  seems  ungrateful  to  mar  the  pleasures  of 
such  a season,  with  a determination  to  “check 
things  up.”  Yet  who  can  dodge  the  fact  that 
one  quarter  of  1925  has  slipped  away.  “Let’s 
see  where  we  are  at,’’  says  the  manufacturer  who 
knows  that  the  running  of  the  first  quarter  is 
vital  to  the  winning  of  the  race  over  the  whole 
period. 

Why  dodge  the  issue  ? A correction  now  may 
save  the  year.  A better  direction  of  effort 
from  early  experience  may  bring  banner  profits. 
Does  the  work  accomplished  check  favourably 
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with  early  year  plans  ? At  least  there  is  an 
element  of  certainty  in  knowing  that  the  course 
as  sailed  is  running  true,  that  the  compass 
readings  find  no  falling  off  to  leeward. 

Success  proves  the  value  of  work  and  study 
over  such  navigating  charts,  and  he  who  has 
made  sure  is  doubly  ready  to  enjoy  the  hope- 
fulness and  promise  of  Easter  Season  and  per- 
haps a little  extra — golf. 

AN  OLD-TIME  LETTER 

IN  the  early  history  of  Greece,  Aristagoras 
was  revolving  in  his  mind  the  scheme  of 
revolting  from  Persia.  About  this  time  there 
came  from  his  brother-in-law,  Histiaeus,  a 
messenger  urging  him  to  do  this  very  thing. 
According  to  Herodotus,  not  knowing  who  to 
trust  with  this  dangerous  message,  Histiaeus 
had  caused  the  head  of  a faithful  slave  to  be 
shaved — branded  upon  it  the  words  necessary — 
and  then  dispatched  him,  as  soon  as  his  hair  had 
grown,  with  a verbal  intimation  to  Aristagoras 
that  his  head  was  to  be  shaved  again  and 
examined.  This  is  an  example  of  what  may  be 
called  ancient  diplomacy. 

Men  and  Money. 

— The  National  City  Bank.. 

C'+'i) 

Is  your  Ledger  Paper  up  to  scratch — and 
will  its  corners  stand  the  heavy  traffic  of  much 
“thumbing”  and  fingering? 


THE  CREST 


3 


THERE  AREN’T  ENOUGH  RAINY 
THURSDAYS 


THE  trouble  with  so  much  advertising  talk 
and  suggestion  is  that  the  whole  business 
seems  full  of  generalities,  half  truths,  con- 
flicting opinion,  a mass  of  hearsay — in  other 
words  a whole  series  of  uncharted  seas. 


“Why  ever  can’t  it  be  boiled  down  to  some- 
thing concrete  and  definite?”  Thus  exclaimed 
one  manufacturer,  who  wanted  to  begin  to  reap 
advertising  profit,  but  as  a result  of  investi- 
gation and  many  conferences  with  different 
advertising  concerns,  salesmen,  etc.,  gave  vent 
to  the  above  and  was  just  about  ready  to  throw 
up  his  hands  and  call  it  all  off,  when  an  interested 
friend  gave  him  some  help. 

“You  see  George,”  said  the  friend,  “the 
trouble  is  there  aren’t  enough  rainy  Thursday 
afternoons.” 

“What’s  that  got  to  do  with  it,”  retorted  the 
manufacturer. 

“Just  time,  that’s  all,”  said  friend.  Then 
continuing  he  started  to  outline  a few  ideas. 
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“Take  politics,  for  example.  They’re  all  hot 
air  you’ll  reply.  You’ll  tell  me  politicians  aren’t 
any  use.  They  just  go  around  from  pillar  to 
soap  box  filling  up  the  honest  hard-working 
business  citizens  like  yourself  with  a lot  of  party 
propaganda.” 

“Or  take  Medicine  and  Surgery,”  continued 
friend  adviser,  ‘‘you’ll  tell  me  they’re  just  sugar 
pills,  doctors  with  stern  faces  to  cover  un- 
certainty, and  high  fees  for  the  removal  of  such 
insignificant  things  as  tonsils.” 

“Take  these  two  activities.  What  really  do 
you  know  of  their  ins  and  outs,  strategy,  detail, 
hours  of  toiling,  study,  conference,  human 
equation,  controlled  and  uncontrolled  conditions, 
accurate,  suggestive  and  inaccurate  knowledge.” 

“You  see  what  1 want  to  make  clear,”  said 
the  friend,  “is  that  it’s  largely  a question  of 
time  and  study.  Just  because  you’ve  at  last 
decided  to  spend  twenty  thousand  dollars  in 
advertising  you  think  that’s  all  you  have  to  do 
except  to  sit  back  and  count  the  millions  as 
they  come  in.  Well!  let  me  make  clear. 
Advertising  is  just  about  like  any  other  human 
study  or  endeavour,  not  much  better,  not  much 
worse,  and  frequently  as  wonderful.” 

“It  hasn’t  many  more  uncertainties  or  con- 
flicts than  your  own  business  but  you  know 
your  own  business  and  you  don’t  know  ad- 
vertising and  for  some  unfathomable  reason 
you  and  a lot  of  others  think  you  can  grasp 
all  its  subtleties  in  a few  hours’  discussion. 
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Would  you  feel  you  could  be  a political  leader 
or  an  outstanding  medical  practitioner  with  the 
same  small  study?  No!  Sir!  you  would  not.” 

Real  advertising  is  continued  test,  experi- 
ment, check,  massed  attack,  and  careful  scout- 
ing. It  has  a hundred  weapons,  and  to  be  suc- 
cessful has  sometimes  to  begin  at  as  early  a 
point  in  a business  as  the  purchase  of  raw 
materials. 

A “Royal  Road”  of  profit  is  there  waiting  for 
your  discovery  but  you  have  to  do  your  survey- 
ing and  road  building  with  competent  advertis- 
ing corporations,  otherwise  what  you  gain  could 
be  easily  taken  away  by  another. 

MADE  IN  CANADA 

F this  country  is  in  the  critical  condition 

suggested  by  many,  the  present  ‘‘Made  in 

Canada”  campaign  directed  at  consumers  will 
surely  run  over  into  prosperity ; if  manufacturers 
will  recall  minute  by  minute  and,  order  by  order, 
that  such  a campaign  is  equally  as  valuable  to 
the  nation  when  applied  to  purchases  among 
themselves. 

Does  your  booklet  from  merit,  attractiveness 
and  appropriateness,  “gravitate”  to  the  top  of 
the  pile  or  sink  into  the  obscurity  of  dust, 
darkness  and  discard  ? 

* * * 

Spread  prosperity  via  the  mail  bag  by  showing 
that  you  are  still  anxious  to  do  business. 
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WHAT  DIRECT  ADVERTISING 
HAS  DONE 


Data  as  given  by  R . N.  Fellows , Advertising  Manager 
Addrcssograph  Co.,  in  (< Direct  Advertising" 


A STORE  through  one  issue  of  a house  organ, 
without  any  additional  publicity  whatever, 
sold  “2,600  hot  water  bottles,  5,000  pounds 
of  floor  wax,  480  mattresses,  362  jobs  for  wall 
papering  of  homes,  285  jobs  for  cleaning  and 
repairing  watches,  1,700  toy  balloons.’’ 

This  year  the  above  store  will  spend  nearly 
$200,000  for  Direct  Mail  Selling. 

* * * 


Direct  by  mail  advertising  in  one  day  sold 
$25,000.  worth  of  Oriental  rugs  at  an  advertising 
cost  of  less  than  5 per  cent. 


* * * 

A great  department  store  in  Brooklyn  “24 
hours  after  mailing  a single  illustrated  letter  to  a 
selected  list — sold  $23,000  in  furs  at  a selling 
cost  far  below  previous  selling  cost  for  other 
forms  of  advertising.” 
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THREE  RULES  PLUS  ONE 

SOME  philosopher  of  business  recently  enun- 
ciated three  general  rules  for  making  money: 

1.  Do  something  before  others  do  it. 

2.  Do  something  others  do  not  like  to  do. 

3.  Do  something  better  than  others  do  it. 

To  the  foregoing  we  may  add  at  least  one 
more:  Save  some  money,  for  you  can’t  do 

much  without  it.  — The  Shield 


OUR  recent  Blotter  Contest  amongst  the 
printers  and  lithographers  has  resulted 
in  a fine  display  of  advertising  blotters. 

We  wish  to  express  our  appreciation  to  the 
contesting  printers  for  their  interest  and  to  the 
judges,  who  were  good  enough  to  give  us  inde- 
pendent opinions,  on  which  judgments  the 
awards  were  made. 

On  the  following  pages  are  reproduced  the 
Winning  Blotters  and  those  successful  in  obtain- 
ing Honourable  Mention.  All  of  which  hold 
suggestion  for  the  use  of  the  blotter  in  adver- 
tising effort. 


First  Prize — $75.00 
To  T.  Arbuthnot — Toronto 
A reprint  of  this  Blotter  is  enclosed  in 
this  issue  of  the  Crest. 


Second  Prize — $50.00 
To  The  Financial  Times  Press  Limited 
Montreal 


This  Blotter  was  reproduced  in 
two  colours , Blac\  and  Orange. 


A Good  Group 


MADE  IN  CANADA 
PRODUCTS 


Tin?  boy  Born  in  Canada 

• Js  a gy&rf  bs>y! 
The  jwmpkim  - Grown  }«  Canada 
- Are  Gtnoii  immpfemt! 
'Hie  paper  Made*rt  Canada 

The  engraving:*  Made  m Canada 
Are  Got*!  ermyaving-d 
The  prhitmg  £w«*t«d  in  Canaria 
l»  C<xmI  printing! 


a:  unique  combination 


Howard  Smith  Paper  Mills 

Mfcrm.real,  Canada 


Honourable  Mention  to 


The  Mortimer  Company  Limited 
Ottawa — Montreal — T oronto 

This  Blotter  was  lithographed  in 
two  colours , Blacl{  and  Gray. 
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Salesmanship— 
THE  OPEN  DOOR 
TO  SUCCESS 


V/OUR  worths  m m.wmt- 
i *■  mt,  steao^spfcer,  ebfe. 
ssleHnatJ  or  employee  of  aoy 
kind  k sE^errnined  l>y  yam 


Learn 

Scientific 

Salesmanship 


Ask  ic*r  mhwnmt'ma  on 
eat  Salesmanship  Gcnirce 


GARBUTT 

Bus  loess  College 

50^  &&I8&  Aveuue  W-,  Calvary 
Phase  . 


Honourable  Mention  to 
Montreal  Lithographing  Company 
Limited — Montreal 
This  Blotter  was  lithographed  in 
Orange  and  Black. 


Honourable  Mention  to 
John  D.  McAra — Calgary,  Alberta 

This  Blotter  was  reproduced  in 
two  colours , Orange  and  Black- 


Honourable  Mention  to 
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Bank  of  Canada 

>.■«?„■  .v. 

*tED  Press  Limited — Montreal 


Montreal  Lithographing  Company 
Limited — Montreal 
This  Blotter  was  lithographed  in 
Red  and  Black- 


ed in  four  colours. 
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TELEPHONE 
MAIN  1467 


BUSINESS.  SOCIAL 
AND  WEDDING 
STATIONERY. 
OFFICE  FORMS 
AND  ALL  JOB  WORK 


M] 


March  19  th,  1925. 


FINE  COLOUR  WORK 
BOOKLETS 
FOLDERS 
CATALOGUES 
BOOK  PRINTING 


150  JARVIS  ST. 
TORONTO 


C.  Howard  Smith,  Esq. , 

President,  Howard.  Smith  Paper  Mills  Limited 
138  McGill  Street, 

Montreal. 

Dear  Sir: 


Yesterday’s  mail  brought  your  letter 
announcing  that  our  entry  in  your  "Blotter  Contest" 
was  successful  in  winning  first  prize.  To  say  that 
we  were  pleased  is  to  put  it  mildly  indeed,  and  I 
want  to  thank  you  very  much  for  the  cheque  which,  you 
enclosed.  Please  accept  also  my  hearty  thanks  for 
your  kindly  remarks  regarding  the  blotter. 

In  conducting  these  contests  I believe 
the  Howard  Smith  Paper  Mills  are  doing  splendid  work 
and  rendering  a fine  service,  in  thus  encouraging  the 
Printers  and  Lithographers  of  Canada  to  boost 
"MADE  I IT  CANADA"  Papers. 


Yours  very  truly, 


THE  CREST 
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AN  IDEA  WEIGHS  NOTHING- 

Yet  nevertheless  there  are  many  which 
possess  million  dollar  worth  and  value 


REALLY,  when  you  come  right  down  to 
it,”  said  a printer  to  us  the  other  day, 
“all  we  really  have  to  sell  is  time  and 

ideas.” 

“True!  these  things  are  expressed  in  a con- 
crete way  and  show  themselves  in  their  material 
aspect  on  folders,  letterheads,  blotters  and  book- 
lets, but  it  is  really  the  idea  they  convey  and  the 
appearance  and  execution  of  the  work  which 
gives  them  their  potential  value  as  impression 
makers  and  profit  producers.  I know  that 
fine  paper  creates  a more  favourable  impression 
than  a lower  grade  and  it’s  not  difficult  by  a 
customer's  own  reaction  to  let  him  see  it;  but 
how  can  one  show  him  the  value  of  an  idea  and 
of  careful  workmanship,  when  all  he  asks  for  is 
a price  and  places  work  accordingly.” 

We  had  gone  to  discuss  paper  and  now  we 
found  ourselves  switched  around  to  another 
question  and  we  searched  for  the  answer. 
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We  admit  that  even  poor  advertising  is 
better  than  no  advertising,  unless  it  is  so  bad 
that  it  produces  negative  and  contrary  impres- 
sions. 

Advertising,  however,  as  a profit  producer 
increases  in  value  out  of  all  proportion  to  the 
slight  additional  cost  per  piece,  when  it  buys 
a good  idea  and  a pleasing  presentation  as  a 
result  of  careful  choice  of  paper,  type,  colour 
and  good  execution  instead  of  ordinary,  every- 
day affairs.  In  all  this  increased  value  it  will 
be  found  that  ideas  and  planning  are  what  create 
the  increased  value.  Just  how  can  a buyer  know 
to  what  extent  these  are  figured  in  a printer’s 
estimate — we  do  not  believe  he  can  tell  unless 
he  has  had  previous  experience  with  the  Printer 
and  in  this  decision  we  felt  we  had  reached  the 
answer  to  both  the  manufacturers’  and  the 
printers’  problems.  Rough  preliminary  plans 
can  be  seen  in  the  shape  of  dummies  and  paper 
samples,  but  care  and  thought  in  execution  still 
remains — time. 

This  thought  regarding  idea  and  time 
figuratively  speaking  represents  the  biggest 
value  in  your  printing  purchase.  How  can  its 
sales  price  be  determined?  It  may  result 
after  a moment’s  thought  or  may  mean  much 
study  and  research,  and  a long  valuable  exper- 
ience may  be  its  parent.  Just  as  with  the 
Doctor  who  charges  you  $100.00  for  a ten-minute 
operation. 

The  buyer  who  becomes  known  as  a “lowest 
price”  purchaser  soon  shuts  his  own  door 
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against  the  creative  idea  producing  printer 
— and  loses  value  to  himself. 

An  idea  has  no  weight.  It  never  depresses 
the  mailing  scale,  but  often  raises  joy  in  the 
heart  of  the  buyer  because  it  produces  profit 
reaction  in  the  mind  of  the  recipient.  The 
only  limit  to  the  mailing  charge  is  weight. 


WHEN  THOUGHTS  RING  TRUE 

Understanding  is  Easily  Accomplished 

F you  have  any  labour  problem  whatever,  and 
who  hasn’t,  there  is  a deep  thought  in  the 
suggestive  booklet  from  S.  D.  Warren  & Co., 
Boston.  Among  the  good  points  it  makes  is  one 
that  if  you  visualize  your  force  of  employees  as 
“Bill”  it  is  safe  to  conclude;  but  let  us  quote: — 

“Bill  will  always  do  some  thinking.  It  is 
safer  to  have  him  do  his  thinking  about  facts 
properly,  simply  and  fairly  presented,  than 
about  facts  not  understood.” 

It  is  obvious  that  these  facts  can  be  regularly, 
attractively  and  interestingly  presented  to  the 
aforesaid  “Bill”  by  means  of  printing  of  some 
sort,  chosen  in  relation  to  numbers,  as  well 
as  by  what  “word  of  mouth”  information  may  be 
desired. 
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QUOTED  IN  SCRIBNER’S  AS  A 
BEAUTIFUL  SENTENCE 

From  " The  Crock  of  Gold”  by  James  Stephens 

A THOUGHT  is  a real  thing  and  words 
are  only  its  raiment,  but  a thought  is  as 
shy  as  a virgin;  unless  it  is  fittingly  appar- 
elled we  may  not  look  on  its  shadowy  nakedness; 
it  will  fly  from  us  and  only  return  again  in  the 
darkness  crying  in  a thin,  childish  voice  which  we 
may  not.  comprehend  until,  with  aching  minds, 
listening  and  divining,  we  at  last  fashion  for  it 
those  symbols  which  are  its  protection  and  its 
banner.’’ 


“How  long  did  it  take  Stephens  to  write  that 
beautiful  sentence  ? He  may  have  dashed  it 
off;  yet  I doubt  it.  It  reveals  the  painstaking 
artist,  struggling  for  mastery  over  his  craft, 
yet  hiding  the  struggle,  as  all  artistic  endeavour 
should  be  hidden.  It  is  only  the  final  result 
which  matters;  how  a perfect  passage  is  accom- 
plished is  of  no  concern  to  the  reader.  That  is 
the  artist’s  business.”  c.  h.  towne 


C'KS 

You  buy  in  bulk,  but  you  sell  to  one  individual. 

Whatever  the  quantity  of  your  mailing,  be  it 
five,  ten  or  fifty  thousand,  remember  that  it 
represents  an  opportunity  to  make  exactly  that 
number  of  individual  inpressions. 
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WE  CANNOT  SAY  WHAT 
HAPPENS— 

WE  cannot  say  what  happens  when  John 
Henry  reads  a manufacturer’s  newspaper 
ad.,  then  receives  a booklet  from  a rival 
concern,  then  sees  someone  else’s  window  trim, 
followed  by  a competitor’s  folder  from  a dealer, 
which  in  turn  is  followed  by  an  attractive  sales 
letter  from  still  another  producer.  Then  when 
he  goes  into  some  store  to  buy  he  finds  a 
dominating  counter  display  of  still  another 
manufacturer’s  offering. 

No,  we  cannot  say  what  John  Henry  will  do, 
but  we  can  safely  venture  the  opinion  that  had 
all  these  points  of  advertising  contact  been 
covered  by  one  manufacturer  to  a large  circle  of 
prospects,  that  thousands  of  John  Henrys  would 
march  into  the  stores  of  the  country  and  ask  for 
that  manufacturer’s  product  as  their  own  parti- 
cular preference  and  that  dealers  far  and  wide 
would  have  the  goods  ready  to  deliver  and  that 
consumer,  dealer  and  manufacturer  would  all 
sing  the  joyous  refrain  of  profit  and  satisfaction. 

OKS 

Paper  lends  distinction,  gives  character  and 
is  always  made  for  a specific  use. 
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Judge — Have  you  anything  to  say,  prisoner, 
before  sentence  is  passed  upon  you  ? 

Prisoner — No,  your  lordship,  except  that  it 
takes  very  little  to  please  me. 

— Answers. 

* * * 

“Does  your  new  Chinese  cook  speak  good 
English  ?” 

“No,  he  speaks  broken  china.” 

— Hamilton  Royal  Gaboon. 

* * * 

“Keep  inside  those  fire  lines,  there!” 

“But,  I m a reporter.” 

“Well,  if  you  want  to  know  anything  about 
the  fire,  read  to-morrow’s  paper.” 

— Brown  Jug. 

* * * 


“How  fitting,”  thought  the  silk  stocking  as 
it  was  rolled  into  place. 

— M.I.T.  Voo  Doo. 

* * * 

“What’s  the  most  difficult  thing  you  ever 

did?” 

“It  was  the  making  of  sixteen  easy  payments.” 

—The  Shield. 
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Where  should  I use  it  ? 


Many  readers,  who  have  not  given  much  study  to 
the  economical  use  of  paper,  may  desire  an  answer 
to  this  question. 


is  a bond  of  “rag  content,”  tub'sised,  loft  dried, 
made  in  White  and  Seven  Colours  especially 
adapted  to  the  following  specific  uses: 

Letterheads,  Sales  Letters 
Ledger  Sheets,  Insurance  Policies,  etc. 

Invoice  and  Statement  Forms 

and  all  forms  requiring  a good  strong  paper 

Bell'Fast  is  also  made  as  a Ledger  Paper,  water' 
marked  in  the  style  as  above,  “Bell'Fast  Ledger” 


Tour  request  will  enable  us  to  suggest  proper 
paper  specifications  for  your  needs 


